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Traditionally companies are focused on outbound marketing, most contact
moments will be inbound...
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Focus will shift from outbound to Inbound
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It is becoming more difficult to reach the consumer ...

Nederlanders massaal op Bel-me-
niet-register

DEN HAAG - Meer dan 3,3 miljoen Nederlandse consumenten
hebhen zich laten registreren in het bel-me-niet-register, dat
ongevr aagde telefonische verkooppraatjes moet
tegenhouden, aldus het ministerie van Economische Zaken.
v f”? Sinds 1 oktoher hebhen meer dan
BA0.000 mensen Zich aangemeld. De
2,7 miljoen mensen die toen nog
stonden in heto , ¥
hestand werdetr
nieuwe Bel-me.

Staatzsecretar
(Econaomische
Bel-me-niet register per 1 oktober een
leidde directtot een run. Op de eerste
inwerkinotreding van het niewwe regist
twee miljoen pogingen gedaan om de
die doar de drukie plat ging.

Inmiddels iz een nieuwe website operationee| was gy

consumenten zich rechistreeks I b\

Especially NOW Inbound Sales is important
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The di fferences between I nbound and out

Outbound: Product

A It has a long time2market.

A Fixed cost for the entire campaign upfront

A Offer definition is static and inflexible.

A Cost of contact is paid by the company.

A Revenue is heavily influenced by reaching the right target

Outbound

Response/ Approach
group Success Client

Inbound:

A It as a short time2market. Client

A Costs only materialise during contact. Costs are variable.

A Offer definition is dynamic. Constant fine-tuning

A Cost of contact paid by the customer.

A Costs consist primarily of possible discounts or 2 Inbound
promotional items

&

Situation

Response/ Offering
Success
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Different ways of executing inbound sales

Context
Information
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Rule based

Recommender

Predictive
modelling

Size: chance of

Sta?dard h
offer

Real-time personalised
context based offering

nbound
phmlze

acceptance

Available customer data A
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A customer is more likely to accept an offer when

it is personalised
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The wishes of marketeers, inbound contact centers and the expectations of

the consumer

fit

Al use customer-initiated contact
for my offers instead of me

sales cdmpaigns

Al can g€t better resultsOut of
sales- and services calls
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Inbound Marketing capitalizes on a contact moment that is initiated by the
customer

Consumer

Question
d Y
Answer

Standard Offer

Limited acceptance ’\>
| 4

When you make a standard offer, it is not very likely that the customer will
accept it. The offer needs to be customized towards the wishes and needs
of the customer
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Inbound Marketing capitalizes on a contact moment that is initiated by the
customer

Tailor made offer

Question = ma
Identification

( )

Personalized Offer”

Offer 1
Offer 2
Offer 3

Answer

Make Offer [ & ’8)
=’ Log response

nbound
ptimizer”

Accept Offer

The likelihood that the customer accepts increases when:

AThe tool learns from the responses that the agent logs. The tool automatically analyses the results of
each offer and takes this into account when calculating new offers. Ranking based on likelihood.

AThe personalized offer is presented in a way that it matches with customer needs and aligns with the
context of the conversation.

AThe agent is visually supported to discuss a tailor-made offer.

AResponses are logged by the agent so that learning's will be improved.
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Different campaign types will create value and have possitive effect on

financial growht

different offers and

Cross- Up sell

The marketeer has defined

campaigns for several client
segments. On one hand he
focus on customer retention
and the other on sales via

t Customer

financial growth

oriented sales and
service offers will lead to healthy

Q) -

existing customers

(S
| ~S
O oo pnn I S
;\7\.,,\,~ C*S\
Cross & Upsell ?Customer Retention Acquisition

CampaigrOffer

Extend Triple play contract with
years and receiv8 month movie
channel for free

Upgrade broadband naar Triple
play foe15

Extend broadbandontract with 1
year, extra telephony fore5 a
month

CampaigrOffer

Five movies for free from
VOD

CampaigrOffer

First 6 month for 16 for a
triple play subscription

2 Monthe10 discounbn
subscription fee

2 Month extra for fasted
broadbandsubscription for
free

Extend with 1 year and get
months for free
Theaterticket for free in casg
of complaint

First 3 month extra
Interactive TV for free with
Digital TV subscription

j

How to organise this in the inbound channels?
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Inbound Marketing enables the marketeer to take advantage of the inbound
contact opportunity.

Inbound Optimzer

Defines cam paigns/Offers

) 4 N
. . etention:
Defines customer view -Offer 1
-Offer 2
Cross-UpSell
-Offer 1A
Results of Responses ? \ -Offer 18

" Adjust campaigns/Offers

lnbound
pt |m|ze('

Results of Responses ?

The tooling is expanding the possibilities for targeted inbound campaigns, resulting in higher

conversions

Alt supports the marketeer to quickly set up, launch and fine-tune campaigns. It reduces the time-to-
market significantly.

AEnables the marketeer to directly measure and analyze his campaigns. He can improve his campaigns
based on this collected information (Inbound and Outbound).

AMonitoring K P | fewsagent, per offer, per channel

AGain insights in required customer data, running inbound campaigns

9 © 2010 Deloitte Touche Tohmatsu



Results



Case 1: What are the benefits of Inbound Marketing?

Scope
A Services: Inbound sales and CallMeNow
A Focus Group: 15 seats, 30 sales agents at Unamic-HCN location Haarlem
A Period: 6 months, from July to December 2009

Goal

A To provide Ziggo agents with support by means of tooling to get personalized offers to sell better and
more enjoyable. Objectives include;
|.  Order conversion goes up (30%)
II.  AHT is decreasing, use saved time for sales
lll. Better customer experience is driven up customer satisfaction (10%)
I\VV. Sales Support of the agent (sales suggestions and dialogue control)

V. Apositive contribution to the customer view:
- Understanding quality (reliability, completeness) of the customer data profile
- Enrich (add, update) of the customer data profile

V1. Scoping requirements for a future package selection

Goal

A a pilot to achieve results and visible learning
A structural project to start full scope Ziggo implementation
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Results

Conversion and ARPU during an inbound call during the pilot period demonstrably
improved:
A Average of 9% conversion improvement Increase of even 16% by correct use of the tool.

A No demonstrable improvement in the NPS
A _AHT stable

N

ARPU increase of 10% per adopted inbound call (compared with reference group)

Nothing goes without saying. This process will only work with a dedicated (project)
team and approach. Learning course must be secured.

J
~
Technology is not leading. The tool is not the solution to everything, but a
necessary means. Knowledge and cooperation between departments (CBM,
Marketing, Call Center) to properly use the tool, is of much greater importance

J
- - - \
Sales Skills are a success factor. Sales skills remain key to success. These can

not be replaced by a tool. The tool is supportive of a higher and more stable level of
performance.

J

The percentage of "very satisfied customers" is twice as high.

N\
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Case 2: Maturity of the offer process results in a higher conversion

percentage with a lower AHT

Offer volumes per channel

100.000 i
Phase 1 90.000 I
|
o _ _ 80.000 .
A Inbound Marketing is introduced in multiple channels 20.000 . |
A Learnings and experience is created throughout the 60.000 : web
Organization 50.000 A i =—&— Retail
. 40.000 —  =&—Callcenter
A Data, Strategy and Governance is key 20.000 ‘/\.D‘T‘
20.000 ; Y
10.000 !
0
hase 2
Phase 2 phase 1 phase
A Improvement of customer data, profile and business :
rules results in: Offer conversion per channel
' 35% i
e . . . 1
A More critical business rules resulting in less volumes 200 | /
. 0 i
but better quality of offers ://
: : 25% -
A Higher conversions per offer ° /:
o 20% -
A Less call handling time P —” !
: : : 15% : —
A Higher customer satisfaction? ° ! Web
10% : =¢— Retalil

5%

g=——0ﬁ+;—4*~g_
1

0%
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phase 1 phase 2
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Questions
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Learn how the Inbound Optimizer can improve your business processes?
Please feel free to contact us:

Harald van Doorn

Senior Manager

Deloitte Consulting

Harald has over 10 years experience in CRM
consulting and transformation projects, mainly in
the telecom industry. During the last 2 years,
Harald was responsible as Delivery Manager for
integrated inbound and outbound campaign
management solutions for Call Centres, Retalil,
and Web Channels.

Mobiel: +31(0)6 5151 6582
E-mail: Havandoorn@deloitte.nl

Theo Slaats

Partner

Deloitte Consulting

Theo specialises in Marketing Automation and
Customer Relationship Management. Theo has
managed large Marketing and CRM projects in
different areas, going from CRM strategy and
Operations to Marketing and CRM technology
Implementations. His clients are multinationals in
different industries (Consumer Business,
Telecommunications and Manufacturing).

Mobiel: +31 (0)6 5267 2525
E-mail: tslaats@deloitte.nl
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You can rely on vendors with extensive experience and expertise

A Years of experience with
implementations of inbound
marketing solutions

A Business driven CRM-vision
and technical skills

A Detailed knowledge and
experience in your industry

A Proven technology

A Intelligent software

A Broad experience in CRM
hosting

A Reliable hosting partner

A Safety and quality are of
highest priority
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